Address: Stirling FK9 4LA, Scotland
Introduction
Store Brands (hereafter, SBs) have become increasingly common (Hyman et al., 2010) .
They now feature on the shelves of retailers in most countries and in many product categories.
There are numerous attractions for retailers in pursuing SB programmes including building store loyalty, increasing store traffic, improving margins, and enhancing negotiation strength with manufacturers (Batra and Sinha, 2000) . In Western Europe, SB penetration exceeds 50% of sales volume in Switzerland, and over 35% in the United Kingdom, Belgium and Germany (Lamey et al., 2007) . SBs are growing faster than manufacturer brands (Kumar and Steenkamp, 2007) , and for retailers, they have become a reliable means to increase sales and market share.
The globalisation of economic activities has created retail opportunities in emerging markets, notably in the BRIC nations (Brazil, Russia, India, and China) (Alexander and de Lira e Silva, 2002) . The competitive pressure in Western retail markets has led many multinational grocery retailers (e.g. Carrefour, Metro, Tesco, etc.) to expand into selected emerging markets. As these retailers develop a trading presence in these countries, they transfer a range of business practices, including their SB programmes. At the same time, local retailers are themselves offering more SBs. SBs are thus playing a greater role in emerging markets (Hernstein and Jaffe, 2007) , but consumer attitudes and behaviours towards SBs in these markets are not well understood (Lin et al., 2009) . Fastoso and Whitelock (2012) have recently called for more research on Latin American countries, stating that no attention has been specifically paid to this region in international marketing research, which is surprising given the economic importance of Latin America. Similarly, Amal and Svensson (2011) have also called for a better understanding of Latin America, especially Brazil.
Previous research on SBs has been undertaken primarily in developed markets (e.g. Burton et al., 1998; Lamey et al., 2007) . Little research has been conducted into consumer attitudes towards SBs, and the purchase of SBs in emerging markets. Consequently, the aim of this research is to investigate SB choice in the Brazilian context by considering its relationships with image factors (e.g. store image perceptions and SB price-image) and consumer factors (e.g. SB perceived value and SB attitude). These relationships, fundamental in existing studies in developed markets, have not been widely studied in the context of SB purchasing behaviour in emerging markets, especially in Latin America.
This research provides a contribution in three ways. First, we propose a conceptual model of SB choice integrating image and consumer factors in a Latin American emerging country.
Existing research on the influence of these factors on SB purchase behaviour has not clearly specified whether image or consumer factors are more important for emerging market consumers (e.g., Wu et al., 2011) . Second, we test the proposed model for two retail chains well rooted in Brazil, but different in terms of retail trajectory and market positioning. Previous research has not specified how Brazilian consumers make their SB purchases in retail chains with different origins (home grown versus foreign). Third, we present the effect of socio-demographic variables in the model (as covariates), investigating their influence on consumer behaviour towards SBs in Brazil. Some existing research in developed markets has addressed the effect of these variables on SB purchase (e.g., Martinez and Montaner, 2008 ), but it is not clear how these variables affect consumer behaviour in emerging countries in general and especially in Latin America.
The organisation of the paper is as follows: first, we present the theoretical framework and determine the hypotheses for investigation. Second, we explain the research methodology employed. Third, the results are presented. Finally, we highlight implications from the findings, acknowledge the limitations of the current study, and suggest opportunities for future research.
Theoretical framework and hypotheses development
Mass retailers in Western industrialised markets are now facing increased competition in their domestic markets. This competition, coupled with market saturation and low growth prospects in these countries, has encouraged internationalisation. Emerging markets in general and particularly the BRICs offer greater growth potential and have thus attracted the attention of internationalising retailers (Diallo, 2012) . Historically, emerging markets were highly fragmented retail markets characterised by limited logistics infrastructures, dichotomous consumer societies, and a lack of regulation (Sternquist, 2007) . However, as these countries have developed, local retailers began to realise economies of scale in purchasing and operations, and 'modern' retail systems and strategic approaches have emerged. Retail brand management is a rapidly emerging theme in these markets (Diallo, 2012) , although the introduction of SBs is relatively new and has been mainly driven by incoming international retailers such as Carrefour in Brazil, Metro in Vietnam, Tesco in Thailand or Wal-Mart in China (Alexander and de Lira e Silva, 2002) . SBs have a major strategic role to play in emerging markets as they constitute a means for internationalising retailers to build relationships with consumers, and provide one way of differentiating their product offer from that of the local competition (Herstein and Jaffe, 2007) .
In such a changing retail context, there is a need to understand how emerging market consumers react to SBs in general, and to explore if they differentiate between SB ranges offered by retail operators with different backgrounds (locally grown versus international operator). This is in line with the recommendations of Lahiri (2011) in his review of Brazilfocused business journal publications and with Borini and Fleury's (2011) work on emerging market multinationals. In this research, we take into account a number of image and consumer factors, which have not been widely investigated in relation to SBs in the context of Latin America, to explain store brand choice which here refers to actual purchase.
Store image perceptions
One of the earliest definitions of store image was provided by Martineau (1958) . He posited that a store image was defined in the shopper's mind, partly by functional qualities and partly by an aura of psychological attributes. Store image develops from the objective and subjective perceptions of consumers which are learned over time. Subsequent conceptualisations of store image have taken into account the interaction amongst attribute perceptions. Previous research has also established the relationship between store image perceptions and consumer purchase behaviour in industrialised countries (Grewal et al., 1998) and in emerging markets (Wu et al., 2011) . According to cue utilisation theory, store image can be a determinant of product quality (Richardson et al., 1994; Smeijn et al., 2004) . SBs are a form of brand extension of the store (Burt and Davies, 2010) , and brand extension research supports the idea that store associations and store evaluations can be also generalised to SBs (Collins-Dodd and Lindley, 2003) . Previous studies also showed the importance of store image cues on consumer purchase behaviour in the retail sector in emerging markets.
According to Wu et al. (2011) , store image directly affects SB purchase behaviour in the Taiwanese market. In the Chinese context, Wong and Dean (2009) reported that shopping plays a significant role and "consumers' interaction with the shopping environment has been shown to influence their experiences and patronage decisions" (p. 125). Paswan et al. (2010) found similar results in the Mexican market where store image cues (selective goods, convenience, variety of merchandise, etc.) are strong determinants of purchase behaviour between small and large stores. Based on these findings, we anticipate that store image perceptions will have a positive influence on SB purchase behaviour in the Brazilian market.
Therefore:
H1. Consumers' store image perceptions will have a positive influence on SB purchase intention in Brazil.
Store brand price-image
Price-image perceptions are considered to be a part of a retailer's overall store image (Lindquist, 1974) . SB price-image is generally considered as a set of factors related to consumers' perceived image and price of SBs, which leads them to buy SB products (Diallo, 2012; Jara and Cliquet, 2012) . Following Martineau (1958) and Mazurky and Jacoby (1986) , SB price-image can be defined as a global representation of the relative level of prices of SBs. SB price-image is an important factor as SBs are generally associated with price, even though this perception is changing as SB ranges have improved in quality over time (see Richardson et al., 1994) . Although previous research has not widely studied the relationship between store image perceptions and SB price-image, the relationship has been established by some researchers (e.g. Jara and Cliquet, 2012) . Earlier, Martineau (1958) showed that store image and price image are strongly related but distinct constructs. Store image perceptions provide a highly relevant cue for SBs, as they act as the original brand in a brand extension scheme, thus providing a basis for overall SB quality and/or price perceptions (Collins-Dodd and Lindley, 2003) . Vahie and Paswan (2006) showed that store image can positively influence SB image. When consumers are not familiar with the brand, the store image is often a cue for judging the SBs. In this line of thought, Cremer and Viot (2012) demonstrated that store image perceptions have a significant effect on SB brand image in general in the French market. In emerging markets, Diallo (2012) established that store image perceptions have a significant, positive, and strong effect on SB price-image in the Latin American context. Therefore, we consider that the influence of store image on SB price-image will be significant in the Brazilian market. Consequently, we anticipate that:
H2. Consumers' store image perceptions will have a positive influence on SB priceimage in Brazil.
SB price-image is also reported to influence SB purchase behaviour. It can be a reference point for the consumer when purchasing a SB product. Retailers are now offering different types of SB product ranges typically including premium, standard, value, organic, healthy eating etc., each with a different value proposition (see Kumar and Steenkamp, 2007) .
Previous research showed that SBs are a key component of store image (Burt and Mavrommatis, 2006; Collins-Dodd and Lindley, 2003; Vahie and Paswan, 2006) , which in turn is believed to influence SB purchase behaviour (Richardson et al., 1994) . More precisely, Bao et al. (2011) showed that SB image positively influences SB purchase behaviour. Jara and Cliquet (2012) confirm these results and also found that SB price-image positively influences consumer behaviours. In the context of emerging countries, Diallo (2012) found a significant effect of SB price-image on SB purchase behaviour in the Latin American context. This effect is quite strong compared to previous research findings (e.g. Jara and Cliquet, 2012) . As SBs are generally positioned on price relative to national manufacturer brands, we can expect that SB price-image will have a positive influence on consumer behaviour towards SBs in the Brazilian market. Therefore, we propose:
H3. SB price-image will have a positive influence on SB purchase intention in Brazil.
H4. SB price-image will have a positive influence on SB choice in Brazil.
Store brand perceived value
Perceived value can be derived from a comparison between the expected benefits of a product and the sacrifices that a consumer will have to make in order to assure those benefits.
According to Zeithaml (1988) , customers define the term value in different ways ("low price", "the benefits they receive from the products", "the quality they get for the price they pay" and "what they get for what they give"). However, most of the definitions used in previous research report the expression "the quality one gets for the price one pays" (e.g. Jin et Suh, 2005) . Following Lichtenstein et al. (1990) , perceived value can be defined as "a concern for paying low prices, subject to some quality constraint" (p. 56).
In the marketing literature, it is well established that the intention to buy a given brand is strongly influenced by the perceived monetary sacrifice, in conjunction with the perception of product quality. Empirical research has confirmed that perceived value is positively related to SB purchase behaviour and to SB attitude (Ailawadi et al., 2001; Garretson et al., 2002) . As noted earlier, SBs have experienced major improvements in product quality in recent years (Burt and Davies, 2010) , and many consumers now accept that SBs offer good quality at a competitive price, and hence provide good value compared to national brands. Therefore, SB perceived value is now an important factor of SB purchase. In emerging markets, Jin and Suh (2005) showed that consumer perceived value has a positive influence on SB purchase behaviour in South Korea, either for home apparel or food products. Therefore, we hypothesise that:
H5. SB perceived value will have a positive influence on SB purchase intention in Brazil.
H6. SB perceived value will have a positive influence on SB choice in Brazil.
Previous research has also demonstrated that perceived value is positively related to SB attitude (Burton et al., 1998) . According to Garretson et al. (2002) , "where consumers balance price and quality there is a more favorable attitude towards private labels" (p. 92). They also showed empirically that consumer perceived value affects directly and positively attitudes towards SB products. According to these authors, for SBs, promotional messages used by retailers often focus on encouraging consumers to use product value as the determinant attribute in SB evaluations. Empirical research has identified that value-related measures are positively related to SB attitude (Burton et al., 1998) . Besides, research in emerging countries has established the effect of perceived value on SB purchase behaviour. For instance, Jin and Suh (2005) demonstrated a significant and positive influence of perceived value on SB attitude in the South Korean context. Therefore, we propose:
H7. SB perceived value will have a positive influence on SB attitude in Brazil.
Store brand attitude
SB attitude is defined as a predisposition to respond in a favorable or unfavorable manner to SBs due to product evaluation, purchase evaluation, and/or self-evaluation associated with SB grocery products (Burton et al., 1998) . SBs have historically been affected by negative stereotypes, often characterised as low quality goods designed for low income consumers. For this reason, SBs have held low market shares in some product categories such as shampoo and have traditionally been most successful in low value added product ranges. Consumer SB attitude was often negative when SBs first appeared in the marketplace.
However, SB attitude is now changing as retailers launch higher value added products appealing to a wider range of consumer values, other than simply low price. In the United Kingdom, Tesco has premium SBs that compete directly with manufacturer brands on a quality basis, and which are often perceived to be of higher quality (Kumar and Steenkamp, 2007) . Consumers hold generalised SB attitudes that influence their propensity to purchase SBs (Collins-Dodd and Lindley, 2003) . The improved quality of SB products has led consumers to develop better SB attitude and stronger preferences for SBs in many product categories (Huang and Huddleston, 2009 ). Burton et al. (1998) have also demonstrated the positive the positive influence of SB attitude on SB purchase behaviour. Other studies have also empirically established the positive and direct influence of SB attitude on SB purchase behaviour in the context of emerging countries (Jin and Suh, 2005) . Thus, we anticipate that:
H8. SB attitude will have a positive influence on SB choice in Brazil.
Store brand purchase intention
Purchase intention refers to "the possibility that consumers will plan or be willing to purchase a certain product or service in the future" (Wu et al., 2011, p. 32) . Purchase intention has been widely used in the literature as a predictor of subsequent purchase and the concept was found to be strongly correlated with actual behaviour (Fishbein and Ajzen, 1975) . In this respect, SB purchase intention should lead directly to SB choice. Sometimes, purchase intention has been used as a proxy for SB purchase, creating some confusion between the two variables (see Jin and Suh, 2005) . However, they differ in the sense that SB purchase intention is a projection of future behaviour whereas SB choice is an action. In the context of emerging countries, to the best of our knowledge, no research has yet given evidence of the relationship between SB purchase intention and SB choice. However, based on previous well established research in other contexts (see Fishbein and Ajzen, 1975; Sun and Morwitz, 2010) , we consider that greater SB purchase intention will lead to greater SB choice in a Latin American market. Simply put, anything else being equal, consumers' SB purchase intention may influence SB choice in the Brazilian market. Hence, we derive:
H9. SB purchase intention will have a positive influence on SB choice in Brazil. These retail chains are strongly rooted in Brazil and well known to consumers. Although both trading through the same retail format, the hypermarket, they employ different retail positioning strategies. Carrefour mainly uses its tradename on its SB products, while Extra uses its own name only on a few products. The two retail chains communicate primarily through point of sale advertising, but Carrefour also leverages on its corporate name while Extra cannot do this to the same extent as it trades under a different name (and other tradenames for other formats) than the group name (Pão de Açucar).
Data were collected using a questionnaire administered by a Brazilian survey company.
Respondents were randomly intercepted during their shopping trips in Extra and Carrefour hypermarkets in Brasilia. Investigators targeted each fifth client at the entrance to each retail chain. In total, 620 questionnaires were obtained from respondents, although 20 were deleted as they were not fully completed. The remaining 600 usable questionnaires were randomly split into two sub-files for exploratory and confirmatory factor analysis, respectively N1=221 and N2=379.
The socio-demographic characteristics of the respondents in the final sample are as follows: 48% of respondents were between 18-34 years old; 41% between 35-64; and 11% over 64. In terms of gender, 59% of respondents were women, and for monthly household income, 39% of the respondents earned R$2000 or less; 30% between R$2001-4000 and 31% earned more than R$4000
1 . In terms of family size, 53% of respondents were in a family with 1-4 members and 47% with more than 4 members. Finally, for educational attainment, 31% of respondents had completed up to high school, 57% had an undergraduate diploma, and 12%
held a master's degree or higher. Subsequent χ 2 tests on the categories showed no differences (at p<0.05), presuming that the respondents' distribution was homogeneous across the subsamples.
Measures
The survey instrument was developed from previous studies and following exploratory research (entailing interviews with 24 consumers) as the scales had not been previously tested in the Brazilian context. The questionnaire was double back-translated within the framework of collaborative and iterative translation proposed by Douglas and Craig (2007) . We then assessed the content and face validity of the items with eight academic experts who were familiar with the topic under investigation.
The items were rated on a 7 point-Likert scale ranging from 1 "strongly disagree" to 7 "strongly agree". To measure store image perceptions, nine items from Smeijn et al. (2004) were employed comprising three dimensions (layout, merchandise and service). SB priceimage was measured using six items adapted from previous research (Zeithaml, 1988; Zielke, 2010) . Two dimensions were derived: "SB perceived relative price" (i.e., the consumer's perception of one retailer offering the best SB prices compared to other retailers) and "SB perceived benefit" (i.e., the perception that a basket of SBs would provide the consumer with good quality products for the same monetary value). SB perceived value was measured by four items adapted from Burton et al. (1998) , and SB attitude was measured through four items from Garretson et al. (2002) . SB purchase intention was measured with four items adapted from previous research (Grewal et al., 1998 and Jin and Suh, 2005) . The dependent variable, SB choice, was measured by a single item (% of SB purchase) using the till receipt, following Burton et al. (1998) . Also included in the model were four socio-demographic variables (age, gender, family size and household income) each measured by a categorisation scheme.
Results

Measurement model
The measurement model was assessed using exploratory and confirmatory factor analysis (EFA and CFA) following Gerbing and Anderson (1988) . The exploratory factor analysis (N1=221) ensured that the data were appropriate for factor analysis. KMO values are greater than 0.7. We retained items that load well on their factor (loading and communalities >0.5).
The cronbach alphas are greater than the recommend cutoff value (0.7) 2 . Subsequently, we used confirmatory factor analysis (N2=379) to validate the structural factor obtained. Table 1 presents the means, standard deviations and correlations amongst the constructs.
[Take in Table 2 shows that reliability values (composite reliability) were above the recommended cut-off criteria (0.7). Convergent validity of the constructs was fulfilled as AVE values (ρ VC ) were greater than 0.5 for each construct (Fornell and Larcker, 1981) .
Discriminant validity of constructs was assessed following Fornell and Larcker (1981) by comparing ρ VC values to squared correlations between the constructs and was found to be satisfactory (see table 2 ).
[Take in Table 2 : Scaling and measurement properties]
Structural model and hypothesis testing
The proposed model showed a good fit to the data (see table 3 ). The results also indicated that the predictors explained substantial amounts of variance in the two main endogenous constructs: SB purchase intention: R 2 =.57 and SB choice: R 2 =.63. We used structural equation modelling (covariance matrix and maximum likelihood in Amos 18) to test our hypotheses. Table 3 shows the structural coefficients of estimating our model. We can see that all our main hypotheses (H1 to H9) are supported, except H6 (influence of SB value consciousness on SB choice) which is not supported (γ direct =.00, p>.05). However, meditational analysis (bootstrapping following Cheung and Lau, 2008) showed that SB perceived value has a significant indirect effect on SB choice (γ indirect =.29, p<.01). Besides, the coefficients are in the proposed directions. We also tested the model in subsamples (Carrefour and Extra), and found partial support for H1 and H9 (with significant effects only for Carrefour). The other coefficients remained stable in terms of significance.
[Take in γ=-.46, p<0.01) . We discuss these results in the next section.
Discussion and implications
In this research, we sought to investigate how image and consumer factors affect SB purchase behavior, to develop a new model for SBs in a Latin American emerging market (Brazil) taking into account two different retail chains, and to explore the effect of sociodemographic variables on Brazilian SB purchase behaviour. Next, we summarise our results, suggest managerial implications, identify limitations of the current research and provide future research opportunities.
Discussion and theoretical implications
This research demonstrates that image factors are strong predictors of SB choice in the context of an emerging Latin American market, Brazil. The results indicate that Brazilian consumers indirectly take into account store image dimensions (γ indirect =.44, p<.01) such as layout, merchandise and service to make inferences about SB product choice. Compared to previous research in developed markets, store image perceptions seem to carry a higher importance for Brazilian consumers. For instance, in their partial mediation model, Bao et al. (2011) found the effect of store image on SB purchase intention to be weak (γ=.12, p<.05) in the US market while this effect is stronger in our research (γ=.37, p<.01). Our results also present departures from some previous research conducted in emerging Asian markets. For example, Wu et al. (2011) found that in the Taiwanese market store image directly affects the purchase intention of SBs, but not SBs image. In our research, store image perceptions affect both purchase intention and SB price-image in the Brazilian market. This result can be considered as an extension of the findings of which suggest that emerging market consumers attempt to emulate consumers in Western countries.
The results also show that SB price-image is a leading factor in SB choice. Not only does it directly influence SB choice (γ direct =.40, p<.001) but it has an indirect effect on it (γ indirect =.12, p<.01) via the mediation of SB purchase intention. In comparison to previous research in developed markets (e.g., Jara and Cliquet, 2012; Vahie and Paswan, 2006) , SB price-image seems to be an important factor in Brazil, especially in respect of the Extra SB, and both dimensions of price-image are strong. This result is in line with that of Zielke (2010) , who argues that for store price-image a greater emphasis should be placed upon the multidimensional aspects of price perceptions in the retail sector. It is generally recognised that perceived value has a major influence on SB purchase behaviour as most SB consumers in developed markets focus on "the price they pay for the quality they get" (Burton et al., 1998; Garretson et al., 2002) . This study shows that this is only partially true in the Brazilian market, as SB perceived value has no significant direct effect on SB choice (γ direct =.00, p>.05) and has only an indirect effect on SB choice via the mediation of SB attitude and SB purchase intention (γ indirect =.29, p<.01). This finding suggests that Brazilian consumers do not just place an emphasis on price in relation to quality when buying SB products, but also that their SB attitude and SB purchase intention are taken into account.
Managerial implications
For store image perceptions, the structural relationships are stronger for the Carrefour retail chain compared to the Extra retail chain. Additionally, store image perceptions also strongly influence SB price-image (γ=.58, p<.001). Furthermore, even with the introduction of the covariates into the model, the effects of this construct remain stable. This implies that retail managers should focus on improving store image perceptions in an emerging country like
Brazil in order to increase SB sales. Efforts should be concentrated upon carefully managing the three dimensions of store image perceptions as their factorial contributions are significant, high and comparable (Layout: λ=.72, Merchandise: λ=.77 and Service: λ=.70).
The influence of SB price-image on SB purchase behaviour is almost twice as strong for the Extra chain compared to the Carrefour chain. As previous research on industrialised and other emerging countries has primarily focused on other aspects of price such as price consciousness (see Garretson et al., 2002; Jin and Suh, 2005 ; etc.), we suggest that retailers adopt a broader perspective when managing price-image in the Brazilian market by focusing both on SB perceived relative price (λ=0.79) and SB perceived benefit (λ=0.81).
As expected, we found that both SB attitude (β direct =.35, p<.001) and SB purchase intention (β direct =.35, p<.001) significantly influence SB choice in the Brazilian market. These findings are consistent with results of previous studies in industrialised countries (see Burton et al., 1998) . We therefore recommend that retail managers operating in Brazil not only place more emphasis on store image and SB price-image perceptions, but also pay attention to other variables (SB attitude and SB purchase intention) in order to improve SB purchase choice and increase SB sales. In all cases, the Extra SB has better price evaluations compared to the Carrefour SB. These findings are consistent with those found in other emerging markets, suggesting that retailers perceived as being endogenous have an advantage on price related variables when compared to perceptions of international retail chains (see Cheng et al., 2007; Lupton et al., 2010) . However, our results go further by highlighting the stronger influence of image factors on SB purchase behaviour, even when we include covariates (age, gender, household income and family size) in the analysis. Brazilian consumers seem to purchase Extra SBs not only for price-image perceptions but also for SB attitude, while they purchase the Carrefour SB because of store image perceptions and SB attitude. Consequently, Extra retail managers should focus on their store image while Carrefour should pay attention to its SBs price positioning.
Finally, we evaluated a model including four socio-demographic variables (age, gender, household income and family size) as covariates (antecedents of SB choice). Sociodemographic variables are probably the most frequently studied aspect of SB purchase behaviour, although previous findings are on the whole inconclusive (Martinez and Montaner, 2008) . Our results indicate that all of these variables have significant effects on SB choice. As the influence of age (γ=.46), gender (γ=-.34) and household income (γ=-.22) are stronger than that of family size (γ=.13), we recommend that more consideration is given to these three variables. Specifically, we draw retailers' attention to the influence of age as younger consumers (18-34 years) seem to purchase fewer SBs, but they constitute a major demographic segment in Brazil (about 27% of the Brazilian population). After estimating the model in sub-samples (Carrefour or Extra), age and household income are found to be more strongly related to the 'Extra' SB, and gender is more connected to the Carrefour SB. This result implies that the Carrefour chain in particular should focus on younger and less wealthy consumers that constitute a huge segment in Brazil.
Limitations and future research opportunities
This study has some limitations. First, it was conducted in only one emerging Latin American market (Brazil), and with two retailers (Carrefour and Extra). Consequently, caution should be exercised when generalising the results to other emerging markets. Second, we measured SB choice on a single shopping occasion. Following Burton et al. (1998) , we recommend that future research should develop longitudinal data in order to cover a broader time frame and provide more understanding about the relationships between the variables under investigation. As emerging market countries are diverse in terms of culture, longitudinal studies can help our understanding of consumer behaviour in these markets. Given the growing interest in these segmented categories of SBs, it is important to investigate Latin American consumers' purchase behaviour towards segmented SB ranges (e.g. organic SBs compared to premium SBs) using our model.
It would also be important to replicate this study in other emerging countries in order to see if there are differences amongst emerging markets (Russia, India, China, etc.). Emerging market countries present several economic, cultural and political differences from each other.
Yet, currently, no study has investigated the effects of these socio-economic differences on SB purchase behaviour in different emerging markets. Future studies should test the validated focal model for the metric invariance of the scales by using samples from different emerging markets. 
The measurement model was also tested in each sub-sample and the results confirmed the scales' good psychometric properties, satisfactory validity and reliability.
(2) All of the factor loadings are significant at p < .01. (1) A bootstrap procedure was performed on the data (with 1000 bootstrap samples and 95% CI) to ensure that our estimations are stable and are not subject to sub-sample sizes.
(2) Fit indices of the model with covariates : Full : χ 2 (df)=1445 (451) 
